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HE Ready-made Clothing Business, and Custom-made 
ye smetios are equally legitimate, and the decision as to 
which we will patronize is a question of individual taste. 

@ @ @ The same thing is true of the two kinds of Newspaper 
Advertising Agencies—those with ready-made space to 
sell and those who buy and deliver space to order. 

@ If we had any lists to work, or traded-off space to sell, we 
presume we should do as the others, and try to fit the man 
to the suit, instead of making the suit to fit the man. 

@ @ @ It is true that a man may sometimes have things made 
to suit him in the ready-made establishments ; but he 
has to be both bright and persistent if he does not, aiter 
all, help unload their bargain counter. 

@ @ We have no bargain counter, and no catalogue of same to 
sell. Believing that there is a difference in advertisers’ needs, 
we first make such the subject of unbiased investigation, next 
we give (not sell), our recommendation as to mediums with 
their cost, and, if that is approved, order the goods and see 
that they are delivered as the advertiser desires. 


@ @ @ We are aware that this does not attract every advertiser, 
neither does custom-work attract all who wear c'othes. 
@ @ We invite correspondence from present and intending 
advertisers. No order too small; none too large. 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA, 
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If we did not have a 

Good article to offer 
We should not 
Advertise. 


The very fact that we have engaged this page of 
PRINTERS’ INK for the next two years indicates our 
belief in our goods and our desire to show them to 


buyers. 


If we did not know 
the Advertising in the 
Atlantic Coast Lists 


to be of full value and worth all we ask for it, we 
would certainly be very foolish to obligate ourselves for 
such a large amount of money. 

We know the Atlantic Coast Lists of 


1400 Select 
Local Papers 


can be made of value to every advertiser who will get 
up a suitable advertisement. We also know we can 
reach such advertisers through PRINTERS’ INK. 

We demonstrate our faith in advertising by adver- 
tising. 


ATLANTIC COAST LISTS, 
134 LEONARD ST., NEW YORK. 
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IS IT WELL TO ADVERTISE 
PRICES? 
‘By N. A. Lindsey. 

Does it pay to advertise prices? 
Always, no; frequently, yes. 

There are reasons a-plenty why 
prices ought not to be advertised. 

In the case where one is selling a 
better article than his competitors, and 
is obliged to charge a little more for it, 
there would be no gain in calling at- 
tention to prices at all. You must 


emphasize quality, gua/ity, and sink 
the matter of cost out of sight. 

Take an almost exactly opposite case 
where you find yourself with goods on 
hand upon which, thanks to some for- 
tunate circumstance, you are able to 


undersell the market. You may take 
the view, as some do, that you do not 
wish to directly challenge the trade. 
You want your customers to know 
about your bargains, but hesitate about 
telling your competitors. Hence you 
do not commit the news to print. 
You advertise that you are selling very 
cheap, but do not give the figures that 
would tell how cheap. That is not 
the way the largest and shrewdest 
houses would look at it, but is a view 
that more or less prevails. 

Or suppose you are doing a business 
that is partly cash and partly credit. 
Here the same set of prices will not fit 
both conditions. Either they will be 
so high as to drive the cash customers 
away, or so low that yougannot afford 
to give the credit that many of your 
customers expect. 

This side of the case can be sup- 
ported by other hypothetical citations 
—all from the point of view of the 
dealer. 

As for the buyer, it can be set down 
as an axiom that a would-be purchaser 
always wants to know the price. If 
the thing advertised appeals to his 
tastes or necessities at all, the matter 
of prices comes next. ‘‘ How much is 
it?” is the invariable question. 
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Thus the point of view of the buyer 
scems diametrically opposed to that of 
the seller. 

But in the larger sense it is not op- 
posed at all. For it should be the 
seller's study to learn what the buyer 
wants and what pleases him. ‘Their 
interests ought to be identical, and 
they are in all fair dealing. 

A person likes to know whether such 
and such a thing he sees advertised 
comes reasonably within his financial 
scope. Left in doubt just then, when 
he is interested, he may never take the 
trouble to find out. His attention, 
arrested for the moment, leads him to 
contemplate a purchase, though not in 
a very definite way. He cannot reach 
a definite conclusion while the price 
remains an unknown quantity. 

Unless he wants the goods very 
much, the average man is pretty likely 
to let the matterdrop. True, he might 
write to inquire or ask in person, but 
that involves exertion. And then, not 
every one likes to bother a tradesman 
or his clerks with inquiries that per- 
haps seem aimless and may lead to 
nothing. 

London shopkeepers, who are ad- 
mitted to be the best in the world, 
almost invariably tag their goods. A 
shop window there is a true index to 
the business inside. If you see any- 
thing you want you have only to step 
in and lay down your shillings. News- 
paper advertising in England is based 
upon that idea, I think, to a far greater 
extent than it is with us. The price is 
given. 

Goods of considerable value are often 
brought to the attention of business 
men by means of newspapers and cir- 
culars, with everything stated but the 
price. This is particularly true of 
costly machinery. Such and such a 
machine may seem exactly suited to 
the requirements of the merchant or 
manufacturer who has studied a de- 
scription of it. It is worth thinking 
about for purchase, three months, six 
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months hence. Cost must first be 
counted, contingencies considered, ev- 
erything planned ahead. But first— 
what is the price? Let him ask for 
it, and for answer down swoops the 
voluble drummer, eager to close a 
trade before the going down of the 
sun, 

This was not what he wanted at 
all. Itis not even what the machine 
builder wanted if he studied his own 
interests. It is too premature, too 
bothersome. 

So then, with all objections weighed 
and all exceptions granted, I am con- 
fident that a more general advertising 
of prices would please the people and 
sell goods. While not in all cases 
feasible or important, a more general 
adoption of the idea would seem to be 
demanded, 
DECEPTIVE ADVERTISING. 

‘By Fohn S. Grey. 


There is a certain standard of mo- 
rality in advertising, just as there is in 
every other business, and those who 
aspire to make a lasting success in the 
commercial world ought to recognize 
the necessity of keeping clear of even 
the slightest suspicion of fraud in their 


announcements. But in many cases 
there is a studied neglect of honesty in 
the wording of advertisements. It 
seems to be the accepted idea of the 
advertisers, or their expert writers, 
that if you only catch the eye of the 
public you are half way to success. 

This is a dismal error, as many have 
found to their cost. You may attract 
a man’s attention by a very catchy 
phrase as head-line, but when he finds 
out it is a ‘‘ catch,” in the fraudulent 
sense of the term, you have not only 
failed to make a friend but have added 
to your enemies. 

Deceptive catch lines should be 
avoided like poison, which they are, 
both to public and advertiser. If you 
sell honest goods advertise them hon- 
estly. Why resort to a trick in crder 
to gain public attention? Is it not 
just as easy to attract people by a 
truthful head-line as by a false one— 
with the additional satisfaction you 
have in the first case, that you can 
keep your word when customers come 
to your store? 

Humorous catch lines and cuts ought 
to be relevant if desired to succeed, 
yet the absurd irrelevance of certain 
cuts to their reading matter is growing 
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to be an outrage against common 
sense. This is particularly true of the 
work of some small retailers. 

I have before me a newspaper con- 
taining an advertisement of men’s and 
boys’ clothing, and here are the first 
lines of it: 


“YOU FOOL 


away your time looking for reliable 
clothing at low prices, when you ought 
to know that this is the only place in 
town where such bargains can be had,” 
etc. 

Besides being deceptive, this is in- 
sulting to the public, and is of a piece 
with a soap advertisement, which, after 
imparting the information that ‘‘I’ 
stands for ‘‘ Idiot,” claims that the 
mental affliction is caused by ignor- 
ance of the uses of this particular 
soap! The short-sightedness of such 
a course as this is deplorable, and can 
only be accounted for by the suppo- 
sition that the writers of these adver- 
tisements are unacquainted with the 
finer sensibilities of human nature. 

A very common form of deceptive 
advertising is practiced largely by 
cheap dry goods houses. It is done 
in the ticketing of articles in the win- 
dow, and it is an extremely reprehen- 
sible practice. Something attracts your 
attention by the seemingly low price 
of it, which is apparently ‘‘$1.” If 
you are favored with good eyes, how- 
ever, a closer scrutiny reveals a small 
“*98 cts.” in pencil at the upper right- 
hand corner of the big black ‘‘ $1.” 
Shortsighted or careless people are 
often lured into the store to examine 
or buy a seemingly dollar article at 
nearly twice the price. I have noticed 
that those stores where this scheme is 
practiced have steadily been losing 
their better class of customers, and 
they deserved to do so. 

Another trick is a startling news 
paper head-line which is purpos: ly 
chosen to mislead. Among these | 
have noticed: ‘‘ Mr. Blaine’s Serious 
Illness,” ‘‘ The Death of Queen Vic 
toria,”’ ‘‘ Massacre of the Innocents,” 
** Sudden Death,” and others of a sim- 
ilar nature. The headings are mostly 
false, and have no bearing whatever 
upon the matter that follows. They 
attract one minute and repel the next 
An impression has somehow gained 
ground that Americans dearly love to 
be ‘‘taken in.” It is a mistake, and 
particularly so when the “take in” is 
in the form of an advertisement. An 


\ 
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advertisement that ‘‘ sells” the reader 
is by no means likely to be success- 
ful. 

his practice is all the more to be 
despised because it is unnecessary. 
There are thousands of truthful head- 
lines that are just as alluring as the 
false ones, even if not quite so sensa- 
tional. I have always held that the 
more strictly commonplace a catch line 
is, the more chances it has of being 
a drawing card, but it ought to embody 
something in connection with the arti- 
cles for sale. To illustrate my mean- 
ing I will give you entire one of the 
advertisements alluded to above, which 
you will observe has a head-line totally 
irrelevant to the rest of the advertise- 
ment : 


THE DEATH OF QUEEN VICTORIA 


would not be half so surprising to the 
public as the ridiculously low prices 
we are now asking for our immense 
stock of Gents’ Furnishing Goods, 
We can safely challenge competition 
in quality, style and price, and invite 
all in need of these goods to call anc 
inspect before buying elsewhere. We 
are in business for keeps and mean to 
succeed,” 

There is no fault to be found with 
the body of this advertisement, though 
I have my doubts about the prophetic 
nature of the last sentence. It is 
nothing but a common, every-day an- 
nouncement, but the head-!ine secures 
the attention, also condemnation, when 
the advertisement has been read 
through. Now, take the same ad- 
vertisement without changing a word, 
except the head-line, for which substi- 
tute the following : 


“SNOW IN AUGUST.” 


There is nothing sensational, noth- 
ing untrue, about this, and it is also a 
common expression to denote the ra- 


rity of a thing. The three words are 
attractive enough to rivét attention, 
but not to shock one, or cause annoy- 
ance when the reason for the simile is 
seen. 

A pretty old and worn-out trick was 
that of having certain words or lines 
forming some startling sentence prom- 
inent in the advertisement, the inter- 
vening lines or words being in small 
type. Of course the words formed of 
bold, black caps ‘‘had nothing to do 
with the case.” 

Two years ago a certain New York 
real estate dealer revelled in this sort 
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of advertising, one of his most startling 
announcements being : 
REMARKABLE 
DISAPPEARANCE OF 
GOVERNOR'S ISLAND! 

These three lines were sandwiched 
in with descriptions of bargains im 
building lots away out on Long Island, 
The effect was as startling as the reac- 
tion was quick and disappointing. The 
style is played out, and the sooner all 
deceptive advertising is played out the 
better. 


THE 


_— - 
ADVERTISER’S BEST ALLY. 

‘By Louise H. Wail. 

Next to newspapers, women are the 
best advertising media that we have. 
The fact that they reap no personal 
benefit from their exertions makes their 
self-imposed work wonderfully effect- 
ive along the line of its somewhat lim- 
ited application. As soon as a woman 
discovers some household convenience 
that she approves, so soon she consti- 
tutes herself a tireless agent for that 
article. 

**T have found the most delightful 
stuff to clean windows,” she says, with 
a real enthusiasm that printers’ ink can 
but affect. ‘‘ Have you seen those 
cunning little machines for cutting up 
potatoes?’’ she writes home to her 
mother. ‘‘I never have had such 
comfort in anything as in my meat- 
mill,” etc. We all know that fervent 
accent of heartfelt genuineness; the 
cleverest of our modern advertisements 
are but a feeble echo from her full- 
throated praise. 

Not content with these impersonal 
matters, a woman is also agent for 
most of the garments that she wears. 
From rubber shoe-tips to bonnet skew- 
er, she has her favorite ‘‘ makes,” of 
which she can tell every advantage 
with a glibness that is made immense 
byits sincerity. But once let a woman 
begin to tread the way of reform gar- 
ments and ever after she will proclaim 
her loyalty from the house-top. The 
zeal of the reformer adds fuel to the 
flame of the inborn advertising zeal of 
woman nature, and her eloquence takes 
higher flights, as, through the devious 
ways of divided skirt and boneless cor- 
set, she points the way out of bondage 
to all the daughters of Eve. 

Men have this advertising propensity 
in so much smaller degree that it can 
almost be called distinctively feminine. 
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What man goes about praising the style 
of office desk he uses? How often does 
he wax eloquent upon the pen-holder 
that he has adopted? Much less does 
he tell his fellow-man the sort of sus- 
penders that are successfully holding 
up his trousers, or of the patent clasp 
upon his new hose supporters. No! 
he is selfishly content to be the only 
person in creation enjoying the blessed- 
ness of a thoroughly satisfactory collar 
button, thinking not of how other men 
fare. 

The bright side of all this is for 
trade; the dark side in the feuds aris- 
ing from the conflict of opinion between 
women themselves. Discussion upon 
the doctrine of ‘‘ State Rights” itself 


has left less bitterness and soreness of 
heart than now festers in the breasts of 
the adherents of the various ‘‘ Perfect 
Sewing Machines.” 


WITH ENGLISH ADVERTISERS, 
By T. B. Russell. 
Lonpon, December 2, 1891. 


The last of the annuals are out, and 
there are, after all, a few new adver- 
tisements. ‘‘ Bovril’”’ (a beef extract) 
scores decidedly with a grotesque cut, 
here reproduced, though the taste of 
the design is something more than 
questionable. Still, it is good adver- 
tising without any doubt at all, and is 
making itself talked of. Night-light 


BOVRIL 


f 
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advertising is very conspicuous just 
now, and is lavishly, but not very 
artistically, done. ‘There is room for 
something new in that line—not a 
candle or wax mould (these are over- 
done already), but some handy con 
trivance that is clean, safe and not 
wasteful, American inventors, note ! 
* * * * * 

Incidentally, the following lines, used 
as an advertisement by the proprietors 
of Clarke’s Night Lights, are worth 
quoting : 

When nights are dark, 

Then think of Clarke, 
Who hits the mark precisely ; 

For his night lights 

Create light nights, 
In which you see quite nicely. 


* * * * * 


A Montrose paper drops into uncon- 
scious humor in its report of a recent 
town council meeting, where a large 
municipal advertising order — redol 
ent of canny Scotland—was pro- 
pounded. 

‘* Tt was agreed,” saysthe report, **‘ to 
authorize the treasurer’s committee to 
spend a sum not exceeding £20 in ad- 
vertising the attractions of the town 
during the ensuing season in leading 
Scotch papers and at /east one North 
of England paper.” ‘The italics are 
mine and perhaps they are unnecessary, 
but one would not like the reckless 
munificence of his princely contract 
overlooked. 


vy ELECTROCUTION 


Sl 
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The *‘ comic” type of ag@vertisement 
—at least the intentionally comic type 
—is not much in vogue here, and, 
curiously enough, when it is tried the 
commonest remark is: ‘‘ How Ameri- 
can !”—probably because most of the 
humor in English periodicals is taken 
bodily from comic papers published in 
the United States. There are about 
half a dozen (alleged) humorous jour- 
nals in London which publish original 
jokes and cuts ; there are at least thirty 
made up entirely from American pa- 
pers— pictures, letter-press and all. 
Two American papers of this class, 


moreover, publish London editions— 
Texas Siftings and the Detroit /7ve 
Press. Consequently, the idea seems 
to have got abroad that all humor comes 
from America—perhaps most English 
humor does; at all events our comics 
are pretty melancholy reading. Last 
week’s illustrated papers contain the 
attached full-page advertisement, which 
is probably comic—the first important 
thing of the kind for some time. As 
Mr. Beecham has doubtless paid some 
£300 for the appearances of his new 
block, it must be assumed that he 
thinks it good advertising. 
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A good deal of American advertising 
in London is done by insets—handbills 
and circulars—either imported from 
America or set up and printed in Lon- 
don, and laid or stitched into maga- 
zines, which charge by the thousand 
copies. Just now a little trouble has 
arisen in connection with these things, 
which advertisers having English agen- 
cies will be wise to take note of. It 
happens thus: Magazines and other 
periodicals are not sold here by sub- 
scription through the post, as in Amer- 
ica. They are purchased by readers, 
month by month, from news agents, 
who deal either direct with the pub- 
lishers or with jobbers in London. 
Roughly speaking, the gross profit of 
the news agent is a trifle over 25 per 
cent, minus carriage from London. 
Carriage, reckoned by weight, is in- 
creased by the inset system, and a little 
while ago it occurred to some busybody 
to stir up strife among the news agents 
(who were hitherto perfectly content), 
to the continual annoyance of the ad- 
vertising community in all its branches 
ever since, 

» * o % 

There seems to be no great moral 
right in the complaints of these traders. 
Advertisements are part and parcel of 
periodicals (which, as I was showing 
last week, could not come out without 
them), and if news agents want to make 
money by circulating the latter, they 
ought not to grumble at the former. 
Imagining themselves to hold the whip 
hand, however, a number of news 
agents boldly tore out all insets from 
the magazines passing through their 
hands, and in some cases returned 
them, carriage forward, to the adver- 
tisers; in other cases contented them- 
selves with informing the latter of 
what had happened. 

* = = 


* * 


One reason that there has been an out- | 


cry is no doubt that the cutting system 
has invaded prices to a hideous extent 
in this trade, so that many retail news 
agents are living on the ‘fraction over” 
25 per cent which I mentioned. The 
fraction is, as a matter of fact, not in- 
considerable, as it consists of one copy 
to the dozen in the case of most period- 
icals, That is to say, thirteen copies 
sell as twelve ; sometimes twenty-seven 
sell as twenty-four; but this is not com- 
mon among the best publications. The 
twenty-five per cent trade discount is 
allowed by cutters to the purchaser— 
who thus gets a shilling paper for nine- 
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pence—the ‘‘odd copy” (as the thir- 
teenth on the dozen is called) constitut- 
ing the retailer’s gain. 
s & * x s 

As the objection is to insets alone, 
the case is very easily watched. A short 
while ago the news agents had a tussle 
with a prominent lady’s journal—tl 
Lady's Pictorial, well patronized by 
advertisers—on the ground of the ex- 
cessive cost of carriage on that journal 
caused by the large number of acver- 
tising pages. The case was met by the 
Pictorial slightly raising its price and 
paying carriage in advance. Probably 
the inset question will right itself in 
some such way. It is causing some 


little anxiety just now, 
* “# * 


* * 


Meantime, the proportion of adver- 
tisements to reading matter in periodi- 
cals—especially class papers—is grow- 
ing larger all the time, and in some 
cases is rather startling. Thus, a recent 
issue of the Lancet contained 58 pages 
matter, one page contents and 79 pages 
advertisements. The Chemist and 
Druggist had 46 pages matter and 8 
pages advertisements, plus a four-page 
cover. Last week’s Lady's Pictorial 
contains 38 pages matter, 42 pages 
advertisements, and a four-page cover, 
all advertisements except title. The 
Gentlewoman of the same date has 32 
pages matter and 24 pages advertise- 
ments, which, with a four-page adver 
tising cover, is a pretty liberal patron- 
age for a new journal. And after this 
who says advertising is not a force ? 

* # = = * 


By way of a heading, the following 
from a soap advertisement in the 
Gentlewoman \ooks a little incongru- 
ous for a lady’s paper. 


; Brite. 25. 





THE LATEST LOCAL GOSSIP. 


THE DIRTIEST TO BEGIN WITH. 





Of course it was not the gossip which 
was dirty (though that is how it seemed 
to read). ‘The advertisement purports 
to describe a conversation in a village 
store, where a customer obligingly de- 
scribes the virtues of So & So’s soap. 

“ Since I’ve used it,”’ says the gossiper, ‘I 
haven’t had half the work as I used to have, 
and I'll match my washing o’ clothes with any- 
body’s. They’re the dirtiest to begin with, 
and the sweetest to finish with, that ever you 
saw. 


Of course it is all right, but if I were 
So & So I think I would change that 
heading. 
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NEWSPAPER CIRCULATIONS. 


In the last issue of the American 
Newspaper Directory thirty-two publi- 
cations were rated A 2 and thirty-eight 
\ 1—A 2 meaning having a circulation 
exceeding 150,000 and AI exceeding 
100,000, In the same issue there were 
thirty-one other publications rated 
B2, that rating meaning circulation 
exceeding 75,000 copies. In the next 
issue of the Directory the rating A will 
be the highest class rating given, and 
its meaning will be ‘‘ exceeding 75,000 
copies.” A paper printing 76,000 
copies and another one printing 
700,000 copies would each be rated A, 
unless it has sent to the Directory a 
detailed statement of actual issues for 
the period of a full year. 

For all the smaller classes of circu- 
lations a rating is accorded upon a 
statement of actual issues for a period 
of three months. A paper supposed 
to print more than 50,000 copies when 
last year’s Directory was printed had 
the circulation rating Bui, and _ the 
same paper this year will be rated B, 
that is, exceeding 40,000 copies, if no 
circulation report is sent in and no in- 
formation on the subject is obtained 
by the editor of the Directory from any 
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other source, Taking the next step 
downward, a paper rated last year at 
C2, exceeding 37,500, and another 
rated C1, exceeding 25,000, will each 
be rated C in the new Directory, and 
the key explains that C means exceed- 
ing 20,000, 

D 2 and D1 last year meant, respect- 
ively, exceeding 22,500 and 20,000. 

D 2 and Dr last year meant, respect- 
ively, exceeding 22,500 and 20,000, 
but D in the new Directory will mean 
exceeding 17,500. 

E 2 and E 1 last year meant exceed- 
ing 17,500 and 15,000, respectively, 
but E next year will mean exceeding 
12,500. 

F 2 and F 1 last year meant exceed- 
ing 12,500 and 10,000 respectively. F 
next year will mean exceeding 7,500. 

G2 and Gr last year meant exceed- 
ing 7,500 and 5,000, But G in the 
next issue will mean exceeding 4,000. 

H 2 and H1 were the ratings ac- 
corded last year to papers supposed to 
circulate 4,000 and 3,000 respectively. 
But H in the next book will mean cir- 
culation exceeding 2,250 copies. 

Last year a paper having a circula- 
tion exceeding 2,500 was rated I 2, one 
exceeding 2,000 was rated 11; a paper 
exceeding 1,500 was rated J 2, and a 





‘““THE STREET WHERE THE SUN 


This picture gives a view of New 
York’s ‘‘ newspaper row” looking 
across City Hall Park, ‘The buildings 
of the leading dailies are properly la- 
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yan 


TRIBUNE 


RISES AND SETS.” 


beled. It will be observed that in the 
center of this interesting picture is 
Spruce street, No. 10 being across 
the street from the 777éune building. 
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paper exceeding 1,000 circulation was 
rated J 1. In the next issue of the 
Directory the I rating will be omitted 
altogether, and all papers classed last 
year under I 2 and 11, and J 2 and 
J 1 will be rated in the next issue 
of the Directory simply J; that is, cir- 
culation exceeding 800. 

Papers circulating 750 were last 
year rated K 2; exceeding 500 were 
marked Ki. These, in the absence 
of new information, will be marked K 
in the next edition, and K is explained 
as exceeding 400. 

The lowest rating in the next Direct- 
ory, L, is explained as meaning ex- 
ceeding 100 copies. 

The first pages of the American 
Newspaper Directory for 1892 go to 
press on Monday, January 4, beginning 
with Alabama, Alaska, etc. The last 
pages, covering Wisconsin and the 
Canadian provinces, will go to press 
about the middle of March. 

Publishers who have failed to send 
any statement, and now wish that one 
had been sent, are reminded that a 
statement will still be received and 
considered up to the last minute. Aut 
a statement coming to hand one day 
after the form of the Directory for that 


State or town has been printed can be of 
no earthly use. 


or ---—— 

LET us suppose that you are a var- 
nish manufacturer, and make a special 
grade for use upon yachts. You are 
well aware that six-tenths of the men 
who buy varnish do not know how to 
apply it properly ; why not give them a 
lesson or two? What if you build en- 
gines? How would a readable 500 
words ‘‘On the Care of Yacht En- 
gines”’ strike the amateur engineer? 
Do you think he would be less likely 
to buy your engine because you know 
enough about machinery to instruct 
him in the proper use of it? If you 
have built or designed a boat, why not 
point out its merits to an interested 
audience of boat users? It is more 
than probable your claims will be crit- 
icized—perhaps severely—but for ad- 
vertising purposes criticism outvoices 
praise. Praise can be bought; just or 
unjust criticism is something no man 
buys or sells. Advice outside a law- 
yer’s den and doctor’s office is a com- 
modity that men seldom ask or take. 
We offer the above in a suggestive 
spirit. It is merely an invitation to 
take a drink —you can call for what you 
want,— 7he Rudder. 


PRINTERS’ 


INK. 


A NEW NEWSPAPER BUILDIN« 


IN OHIO. 


The Canton (O.) News-Democrat i 
justly proud of the new home which i 
has just erected and is about to moy 








into. The building, as here shown, is 
a handsome iron, stone and rock-faced 
brick structure, practically fire-proof 
It is four stories and a half high, 
measuring ninety-four feet from pave 
ment to top of flag-staff. It is fur- 
nished with passenger and freight ele- 
vators, electric appliances, speaking 
tubes, etc. The entire building is 
occupied by the Democrat Publishing 
Company for their own business. The 
business office is on the first floor and 
is said to be one of the handsomest i 
the city. When the present manage 
ment bought the Mews-Democrat in 
June, 1888, the daily had less than 
1,000 circulation. Now there are is- 
sued 3,000 daily and 4,000 weekly 
Democrats. 

Some good newspapers are issued 
from very modest quarters, but it 
seems to be the fashion with publish- 
ers, nowadays, to put up as fine a 
structure as possible. 
- +e 

Be truthful, though ‘‘the livery of 
truth” is often stolen for doubtful a: 
vertising.—/. W. Goudy, in Jnlana 
Printer, 
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WANTS. 


Advertisements under this head W cents a line 
Wit names foremen locals using plates 

Something in this. G. C.,135 W. 13th 5t., N.Y. 
y 7 ANTED—Salesmen for Nursery Stock. Ad- 

dress E. B. RICHARDSON & CO., Geneva, N.Y 
Ww ANTED—A newspaper man to take charge of 

an established trades paper. Address P. O. 
BOX 206, Atlanta, Ga. 

— position ‘by. a painstaking web 
wi man-stereotyper. Not ae of work. 
Address" “PI,” care PRINTERS’ Iw 
W Autm 42 experienced ~ i 80- 

licitor on a weekly ew Pape Perma- 
~y position. Address “ 141, Troy, 
Wy ABzED— Experienced Solicitor for Eastern 

work on high-class ——_ i a of 
A “LL. C., 


national circulation. 
PRINTERS’ INK. 


CAnvassens WANTED to secure subscri 
tions for Printers’ Ink. Liberal terms a 


lowed. Address Publishers of PRINTERS’ Ink, 
10 Spruce St., New York. 
Ww ANTED—Reader to mad . for best Bread 
and a, evens ree knives. Pre- 
ys. Moi funded if not satisfactory. JAS. 
M. OSBORN. Daytona, Fla 
W ANTED—A news r man with brains and 
ideas to take edi charge of Republican 
daily and weekly. Can paseters half interest. 
Address “ B. H.,” P. O. Box 672, N 
Wy AnTED For Medical Book, to be sold on 
subscription to Physicians and Medical 
Students, ten “ads.”’ of leading concerns. Par- 
ticulars. DR. W. 8. DEARTH, Riverside, Me. 
\ 7 ANTED Corresponde nee with publishers 
who guarantee and pew circulation, same 
we do. 200,000 monthly average. No proot no 
pay. VICEK’S MAGAZINE, “38 Times Bldg, N. 
Wwe 7 ANTED—Position as editor, oe tee or 
a — paper in town of about 
5,000 ininabitass ractical printer. Full 
particulars by Kee 6.E Ww +, Monticello, N. Y. 
RINTERS—Read “THE AMERICAN ART 
PRINTER.” Best Printers’ Magazine 
published. et cents a copy ; $3.00 per year. 
Monthly. . E. BARTHOI!I OME W, 2 College 
Place, N. y. 
j . ANTED—Experienced newspaper business 
man, without editorial aspirations, in count- 
ing room of a daily in a small city. State e, 
cnper lence, qualifications. Address “ EXPERI- 
NT,” care PRINTERS’ INK. 
j 7 ANTED—The services of a gentleman com- 
petent to write advertisements for various 
business houses. Permanent yo aman 
few samples of past work and —~ 
pected. Address P. O. Box 272, ‘Washington, ».€ 


ex- 


TE WANT a man < of taste ; young, ene’ ic 
ood trader, with artistic and practical 
bels and other printed matter, and 
rience in purchasing same; good 

or ~ man to grow up in large, 
uct manufacturing concern. 


x iomce and sala: Lexnes ted. Ad- 
dress “ po SAGO, ad _PRINTERS’ 


, New York. 
VERY ISSUE of PRINTERS’ INK is religious- 
4 ly read by many thow 
and pemters, as well as by ad 
want to buy © paper or to get a situation as edi- 

tor, the thing to is to announce your yume in 
a want advertisement. Any story 
told in twenty-three words can be inserted tor 
two dollars. As a rule one insertion can be re- 
lied upon to do the business. 





+o 
FOR SALE. 


Advertisements under this head 50 cents a line 
OR SALE—Addresses of 8,000 Dakota farmers. 
$5.00. A. G. RYAN, Sturgis, 8. D. 
.,EWSPAPER premiums, 8c. >. Send for list. 
iN EMPIRE PUB. CO., 28 Reade 8t., N. ¥ 
OR SALE—Stonemetz Folder sors ete 
bg paper; almost new. FARM 
Akron, Ohio. : 


INE. 


OCAL PAPER. Boomi Very is low. 
4 Good reason. Lock Box 57, “Wayland. 


OLE control of new od thing for large ad- 
Sve HALL, 


rtisers. THOS. 853 Broadway, N. Y. 
§3,00 


CASH buys best ing countr 
weekly in fil. “S.H. WP Rinrens ine, 
an“"4 for fPectesting, Be 25e 0 
free. AM. ILLUSTRA NG CO, 
4 ;600 ¥ Dunnington, Redwood Falls, inn. 
‘OR SALE—To bright, smart young newspaper 
I man—half interest, in a 7 ef 
3 


Weekly. Address 


SOR SALE—Best ge neral fp printing office in 
Michigan. A a terms. $30,000.00 
business per year. adress © 1 ,»” PRINTERS’ INK. 
roe SALE — WILMINGTON <-NEW CASTLE 

STAR, Vol. XVL._ Good Job plant attached. 
Fag Ad HOS. a COMB, Esq., No. 1013 Market 
ilmington, De 


( yr paper published in Conn. town of over 

Se population. No plant. $800 buys it. 
Caw too m usiness. Profits, $20 ‘yd 
Address - BU! SLNESS,” care of PRINTERS 


*OR SALE—A good Ladies’ Household Journal. 

Well establ ~— good reputation, centrally 

located Se a y te: rms. Account poor health. 
Address * Fas Wood 1 St,, Cleveland, O. 


WANT TO SEL 5 QU ICK. office. 7- 
col. endoqentens, © oe cylinder, half N. 
8. Gordon. 0d job pone ay vay Good 
reasons for selling. A dress * ‘ATS,” Box 672. 


FoR SALE Thriving 8 semi- weekly in Dem. 
gt & near N. Y —_ paper ; price, without 
Se ——_ UsINESS established 
aT my “AH MING, 15 Vandewater St., N. Y. 


Ko SALE— Well equipped. Job and Book Print- 

ing Establishment and Wholesale and Retail 
Stationery Store, » doing good business, in a live 
Ohio city. Address . C. W.,” care of Prixrt 
24 
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each. Catalogue 
Newark, ¥s 


Names and Addresses, late ones, 


Count 


| ee SALE—One of the t im best known weekly 
newspapers in the U. arge cire _y~ 

Well advertised ; doin, splendid business. 

fac =f reasons for selling. Price ee vs 

dress . L. P.,” care Paixrers’ ink 


MPORTANT! Printers and Advertisers, 5,000 
stock cuts, initials, comic and other illustra- 

: News spaper portraits, any sub- 

velliustrate your town. Boom your 

pu talogue 4c. Write for information. 
CHICAGO fnor ENG. CO., Chicago. 


Ot and Dry Goods Dealers have 
ordered 177,000 of our World’s Fair Illus- 
trators during the last five weeks. A great 
hit in advertising. Send on? for samples 
and prices. GRIFFITH, & CADY 
CO., Embossers, Holyoke, Mass. 


F YOU WANT TO SELL your yowupener or 
Job Office, a Press, LZ a Font of Type, tell the 
story in Gwent -three words and send it, with 
two dollars, to the office of PRINTERS’ INK. If 
ou will sell cheap enough, a single insertion of 
he announcement will general iy secure a cus- 
tomer. 


re SALE—A first-class Eve ning Newspaper 
and _~ I ben in mo preme oa in North- 
western Pennsylvania. e only tly per ~ 
the city; largest weekly circulation the most 
complete Job Department ; Inde ndent Repub. 
lican in politics, have la we share of county 
printing ; established ten ht to twelve 
Printers employed. for 
wish to retire. $7,000 will bay i, 
AMI, care of PRINTERS INK, New Yor! 


A HERRING SAFE, 76 in. high, 49 in. wide ond 
LA 291-2 in. deep, outside measurement ; 
high, 38 1-2 in. wide and 18 in. deep, inside a 
surement ; contains 15 pigeon-holes, 5 drawers, 
1 covert and 1 com ent ; is in first-class con- 
—, Cost a Marvin Safe, 70 in. high, 
in. deep and 43 in. wide, outside measurement ; 
Sin, high, 27 1-2 in. wide <= 16 in. —— inside 
measurement fee of - - . Pa 
compartment relar proot th combination 
lock, and measures 23 in. wide, 9 in. h, 10 in. 
This safe has two drawers and 1 


a 
these safes be sold f r #300 cash. Address 
GEO. P. ROWELL ry CO., 10! Spruce St., New York. 
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SPECIAL NOTICES, 


Advertisements under this head, two lines or 
more, without display, We. a line. 


Vy Ic- 


(ye: 
vices: 
ys BIBBER’S. _ 


V ICK’S MAGAZINE. 


200,000" 


{POKANE SPOKESMAN. 
s 
VY ICK’S 200,000 GUARANTEED. 
yick’s MAGAZINE PROVES. 


VY ICkK’s MAG. 200,000 G. & T°. is “ Quail.” 


V ICK’S 200,000 GUARANTEED AND PROVED. 


\ THO IS MISTCHAYACK! He writes advs. 
L?"="* INKS are the best. New York. 
\ N advertisement writer wanted—See Wants. 
PoPutaR EDUCATOR, Boston, for Teachers. 


TICK’S MAGAZINE Gi Guarantees and Proves its 
cire jon. 


T=3 ye JOURNAL, the great Queens 
C 


VICKS _ 20,00 CIRCULATION GUARANTEED 


AND OVED. 
yick’s Publishing Co's” Co’s plan of No Proof, No 
Pay, is Good. 
Pa. 


ASSion 1 HERALD, Phila., 15th year. 


80,000 monthly. 


vyick’s MAGAZINE. $1.25 | 
for time or amount. 


Vvyicks MAGAZINE’S editions for Dec. 

and Feb. 250,000 each. 

I T. MULLINS’ MAILING AGENCY, Faulk- 
Del. $2 per 1,000. — 

‘ GUARANTEED AND PROVED. 

200,000 vicesac 


Vee Be MAGAZINE. 200,000 | Proved, is “Canvas 
Duck,” $1.25 per line. 

HE GRAPHIC, Chicago, “the great West- 

ern illustrated week .” 

TYVWHE GRAPHIC, Chicago—Most value at 
— cost to advertisers. 


BSS N HOTEL GUIDE means customers. 
It’s got the circulation. $2. 


1 EWEY’S CANADA LIST (Co-operative). D. R. 
DEWEY, Hamilton, Canada. 


$1.2 per line. Discounts 


, Jan. 


yick’s MAGAZINE. “No Proof, No Pay.” 
200,000 Guaranteed and Proved. 


TICK’S MAGAZINE, 200,000 average monthly, 
and written in the contract too! 
ARIFF—What does Bible ag} 
Ba gent on Tenn. Free samples. 

ADVERTISER'S | GUIDE Maile 4d free by 
TANLEY DAY, New Market, N. 
GENTS’ names $1 to $10 

senna HERALD, Phila., Pa. 
R TIRED, WEARY BRAINS, tone BRO- 
MO-SELTZER. Sold everywher 

POULTRY TOPICS, MARSHALL, Mo. 

little giant. Gresh Now Year number. 


PATRIOT, 
per 


1,000, 


The 


TERS’ 


INK 


A Mies ave in the OTSEGO (Mich.) ORSON. 
rtising medium in its section 
|, Views MAG.” H. P. HUBBARD, icem r, 
whom orders should be addressed. 
)UT IT IN THE POST,” South Bend, Ind. 
Only morning paper in in Northwest Ind. 

7 ICK’S MAGAZINE tells the quantity of sugar 
for each %, and lets the advertiser weigh it. 
ARGEST DELIVERED DAILY reece 

4 in Connecticut—NEW HAVEN NEW 

180¢ WEEKLY. ADV pone New Milford, 
Pa. Rates 10 cents per inch per we 

y EEP in the middle of —— ROAD, Denver, 

Col. It will pay. Rates lo Sample free. 


yick’s MAGAZINE (of Roe date, Advertis- 
ing office is at 38 Times Building, New York. 


3.60 Rave ountry Fe 


PAYS 1 inch 12 mos. 5,000 Readers. It 

Pays. Country Youth, Milwaukee, Wis 
For Estimates and §; 
ing, address STANLE 


cial Offers in Advertis- 

DAY, New Market, N. J. 

HY (ST ORDER Mechanical Engraving. 
Rhodes, 7 New Chambers St., N. Y. 
OUISVILLE COMMERCIAL—Largest cir. 

4 culation of any Louisville Morning Daily. 


T_IS BIGGER — THE TERRE HAUTE EX- 
PRESS. than any peper in Indiana outside 
Indianapolis. 


GAN FRANCISCO CHRONICLE is the leading 
\ newspaper of the Pacific Coast, and has the 
largest circulation. 


|) MPLOYMENT LEADER, Sabula, Iowa. Guar- 

4 anteed 8,000 readers each month. Advertis- 
ing rates 75 cents per inch. 

F YOU WISH to advertise anythin; 

at any time write to G -% P. ROW 
No. 10 Spruce St., New York. 


> FOR 5 LINES 2% days. 

a) 1.2 lic. per inch =e aay. ene 
B10 Mass. Cire’n 

M : ee 7 TREE \ ~—- SEED. 


4 feet high, 3 1 prolife. W 


MANSFIELD, Johnson’s Creek, 
ES” MA AND ART MAGAZINE is 
IN 


anywhere 
ELL & CO., 


ist, 


byt 4 


Peas ND A 
LADI LAGAZINE. 25,000 monthly. 
Address J. F. GALLS, Lynn, ‘Mass. 


T= PEOPLE’S “ILLUSTRATED JOURNAL 
(mo.), New Orleans, La. Dec. issue, 3,805 cop- 
ies, It reaches So. Houses. lomes. Rates on application. 


K ARSAS is is thoroughly cox covered by THE KAN- 
A SAS WEEKLY ITAL, Topeka, Kan., the 
leading ion and family newspaper of the State. 


I IRECTORY PUBLISHERS, please send 

circulars and price list of your directo 
ries to U. S. ADDRESS CO., L. Box 1407, Brad 
ford, McKean Co., Pa. 


HE GALAXY OF MUSIC, Boston, Mass., till 
Feb. Ist, offers 72 lines, one year, for’ 80. 
Guarantees 20,000 each issue or no pay. ra- 
ture is destroyed, music is kept. 
‘OLD IN THE HEAD (influenza) cured and 
prevented ; new principle. Send °c. stam 
for sample or 2c. for pac _ Weeden L. 
LUSCOMB, Druggist, Salem 


EDICAL BRIEF (St. Louis) has the largest 
4 circulation of any medical journal in 
the world. Absolute proof of an excess of 
thirty thousand copies each issuc. 


RE you troubled with Rheumatism ! 
ou want relief! If so, use MALLETT’S 
SPECIFIC FOR TISM. Py mail, #1.%. 
Address W. MALLETT, Martinsv.‘le, New Jersey. 
JAPER DEALERS.—M. Plummer & Co., 
., N. Y., sell every kind of 
paper used by printersand publishers, at low- 
estprices. Full linequality of Privrers’ Ivx. 


TS application, we will send any news- 
paper or apne copies of our publi 
cations for revie notice. Address F. H. 
LEAVENW< RTH PUBL ISHING e.. 

ers of THE INDICATOR, Detroit, M 





PRINTERS’ INK. 


UR RATES are so low (l0c.) we can’t buy a 


sage 26. We prove 20,000 cire’n. Sample 
free. ILLUSTRATE: D WEEKL Y, Topeka, Kansas. 
TEW ADD., 


50 cents per 1,000. Circulars dis- 
iN tributed, size 9x12 inches, $1.00 per 1,000. 
None less than 50 cents per 1,000. Give us an aa 
der, even if only a 25 cent one. Address Weste: 
Ady. & Intelligence Agency, Fort Smith, = 


POEM in Typewriters—New International 

Double Keyboard. Best machine in the world. 
Last season we booked sixteen hundred contracts 
with publishers. Write for our contract for 1892. 
W.T. BROWNRIDGE & CO., Park Sq., Boston. 


T= PRICE of the American Newspaper Direc- 
tory is Five Dollars, and the purchase of the 

book carries with it a paid subse ription to Faas. 
s’ INK for one year. Addre iE0. P. ROWELL 

& CO., Publishers, No. 10 Spruce ee New York. 


Te ART AMATEUR, devoted to Art in the 

Home, is a sumptuous #@4 magazine reaching 
the best families. 28,500 i= No patent 
medicine - ugly display ads. accepted. Speci- 
men (with 3 artistic color plates) 25 cents. ON 
TAGUE MARKS, 23 Union Square, New York. 


"FXHE GREAT MEDIUM for the South and 

West. BELFORD’S MAGAZINE, eee 
ly, New York, is among the 161 ere 
to which the new edition of the American 
Newspaper Directory for 1891 accords a regu 
lar circulation of more than 50,000 copies each 
issue. 


PUBLISHER of an ‘an agric’ ultural or famil 
«\ journal, with facilities and money to exten 
his business, and who —— consider the propo- 
sition of anne zing © vecialty jo ae = a 
dred subjects. Old popular, and now doi 
good business. Address “He INEST bale “ DB,” 
care of P. O. Box 672, N. Y. 


( ‘LASS PAPERS. Trade Paj 

of all devoted to any of the various trades, 
poteatens, societ ies, etc., may be found in Geo. 
P well & Co’s “ Book for Advertisers,” which 
is oont ty, mail to any address on har? Oe one 
dollar. App ply to GEO. P. ROWELL & CO., Pub- 
lishers, 10 Spruce St., New York. 


Tt ADVERTISERS— Advertisers who want the 
best thing in the United States to give away 
to adve +> eir goods, to send 10 cents in 2-cent 
»stage stamps for a sample and ae pm, 
The chance > of a lifetime. The vertisemen 
will last for a lifetime. Address ¢ ro a WHOUGH- 
TALING, 70 Madison Ave., Albany, N 


T= PAPER does not insert any advertise- 
ment as reading matter. Everything that 
does appear as reading matter is insee free. 
The Special Notices are = nea ing 
matter that can be bought. on Spec Sia Notices 
are nearly as inte ng ng matter 
The cost is 0 cents a line cach 1 issue for two lines 
or more. 


I 0 YOU KNOW THAT THE GALVESTON 
NEWS was established 1842 and that THE 
DALLAS NEWS was established 1885; that — 
appear simultaneously and permeate every po! 
tion of Texas besides rritory adjoining; th that a 

pecial telegraph wire connects the two offi 

at each paper runs a special daily train at ft its 
a n expense ! 


TEWSPAPERS that are offering our hand- 
some Nickle-Plated, Self- —~ 9 poe 
Lamps as premiums, obtain money resu 
smokers prefer them to matches. — ww... 
has 400 lights. Extra lights Mg r 4g, 8 Elec- 
Sotspes furnished. Discou ree. mple 
for 8c. (No Postage Stamps.) Address TOLE D 
LAMP CO., Toledo, 0. 
ENVER, Colorado.—Geo. P. Rowell & Co. 
New York in their new BOOK FOR 
\DVERTISERS name the best, most widely 
circulated, most influential papers at each 
important center of jan ow ogee or trade 
throughout the whole country. For Denver 
the paper eoenind this distinction is the 


DE x¥ ER REPU BL ICAN. 
( F the 207 newspapers and periodicals pub 

lished in Connecticut in 1891, the HART 
FORD TIMES stands at the head in point of 
circulation. The American Newspaper Di 
rectory rates it the highest by several thou- 
sand. It is undeniably the newspaper in 
Conn. for the advertiser seeking best results. 
A popular family newspaper. 


rs. Complete lists 


fi 
y ’ HENEVER an advertiser does business with 
our Adve ng mcy to the amount of 
#10, he will be allowed a discount sufficient to pay 
for a year’s subscription to PRINTERS’ INK. A¢ 
dress GEO. P. ROWELL & CO., Newspaper Ad- 
vertising Agents, No. 10 Spruce ‘bt., New York. 


TT EVERY PERSON who 8 

cash subscriptions to PRINT , we 

will send the paper for one ney “gratis and a 

cloth-bound copy of our “ Book for Advertisers ; 

fer on cash subscriptions, 2 py of rt “yr ri- 
Newspaper Directory wil! Po ove nm ad 

ditional remium. yous GEO. ROWELL & 
, Publishers, 10 Sprece & © St., New York. 


at ntoee COUZINS threatens libel suit against 
e World’s Fair Visitor, official organ of the 
World's Fair Visitors’ Alliance, if we publish her 
lacement in our New Year’s Number. Send 
for eight-line ad. in next six issues. 30,000 

aioe ulation—every State and Territory. Address 
World’s Fair Visitor, Washington, D.C. Sample 
copies. Space exchanged. Clubbing requested. 


MVHE AGE-HERALD, Birmingham, Ala., the 

only morning paper printed in the min 
eral region of Alabama. Average daily cir- 
culation, 7,00; average Sunday circulation, 
10,000; average weekly circulation, 25,000. 
Population of Jefferson County, in which 
Birmingham is located, 100,000, For advertis 
ing rates address THE AGE-HERALD COM 
PANY, Birmingham, Alabama. 


MERICAN NEWSPAPERS printed in foreign 
guages. Complete lists of German, Scan 
dinavian, French, Spanish, or Portuguese news 
3 rs * the United States, or all those printed 
anguage other than Eng , May be 

found “in Geo. P. Rowell & Co’s * “Book for A 
tisers,” which is sent by mail to a 
=. dollar. Apply to GEO. P. 
blishers, 10 Spruce St., New 


wi NOT OWN an Illustrated Newspa 
r to advertise your business? Did 
you nbow it could be done at moderate cost ? 
Particulars and samples free to any respon 
sible firm, PICTORIAL WEEKLIES COo., 
28 West 23d St., New York. Mr. GIBBS, of the 
National Cash Register Co., says since Pe 
ag 


rocure five 
’ INK 


ver 
wane for 


RC OWL & & Cl 
ork 


lishing their own paper, “ THE HUSTL 
their business has increased 300 per cent. 
CATALOGUE OF 4,000 PAPERS in which we 
+1. own $100,000 worth of advertising that 
we wish to sell, will be sent to any address on 
receipt of 15 two-cent stamps. We will receive 
orders for oy nts to be inserted in these 


papers and accept from my = having fair busi- 
ness ~, 4- ao om due after the me aver 
tising has bee Se om its results 
Address ROWELI’S SEWSPAPER ADVERTIS. 
ING BU REAU, 10 Spruce St., New York. 
8 it your desire to use the | best Newspaper > 
I’ par | in the section of country you wish to 
ast THE LEADER is the < paper ‘or the south- 
po rt of Missouri Ly old, circula- 
Sane solid, and has a list of 3,060 issued every day 
(evening) excepting Sunday. Weekly circulation 
4,500; issued Thursdays. Adve: arising solicited 
from all Oly. agents and the = lie ' poner. r- 
all a rnished on applicatio: 
S& KENNED YY, ', Publishers, Springfield , Me. 
E VERY ONE IN NEED of information on the 
4 subject of advertising will do —S to obtain 
a copy of “ Book for Advertisers,” pages, 
price one dollar. Mailed, pc paid, on re 
— of price. Contains ‘a care’ 1 compilation 
from the American Newspaper Directory of all 
he best papers and class journals ; gives the cir- 
culation and rating of every one, and a good deal 
of information about rates - C4 matters 
pertaining to the busin 
dress ROWELL’S ADVERTISING BUR ‘AU, 
po 8t., N. Y. 
oO GENER, AL ADVE: RTsERS—A $70 Trial Ad 
for Wittiest et 7 6p ret er published in 
” language. V RN reaches every 
rho can read. for Ad 
and one dollar bill « and receive w 
and on publication of Ad. No free sam: 
need apply. 
ance of | 
resultin, 
Gane 5 sed succeaafully in 
INTERS’ INK, Oct. i4, 
Bony es MAGAZINE, Mt. Morris, 








PRINTERS’ INK. 








= 


The man who would advertise all 
over the United States sets before 
him the task of covering three million 
square miles of territory and attract- 
ing the attention of sixty-five million 


people. 


There are printed for his purposes 
twenty thousand newspapers. 


GEO. P. ROWELL & CO., Adver- 
tising Agents, 10 Spruce St., New 
York, offer him skilled service ob- 
tained from twenty-six years of suc- 
cessful experience. 


a 














4 
Z 
—_ 
~n 
x 
a 
tH 
4 
— 
a4 
= 


i 
! 
i 
4 
' 
' 


i 


~s ‘ 
p---- Ag----J--- 














776 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


GEO. P. ROWELL & CO., Pusutsners. 
Office: No. 10 Spruce St., New York. 


Issued every Wednesday. Subscription Price: 
Two dollars a year in advance; single copies 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, pearl measure, 50 cents a 
line; $100 a page; one-half page, $50; one- 
fourth page, $25. Twenty-five per cent. addi- 
tional for special positions—when granted. First 
Page $200, Last Page $150. Special Notices, 
Wants or For Sale, two lines or more, 50 cents 
a line. Advertisers are recommended to furnish 
new copy for every issue. Advertisements must 
be handed in one week before the day of pub- 
lication. 

JOUN IRVING Rk 


MER, EDITOR 


NEW YORK, DECEMBER 23, 1801. 


SAN FRANCISCO, the metropolis of 
the Pacific Coast, has its full share 
of newspapers. There are seventeen 
dailies, the three principal morning 
dailies being the Examiner, Chronicle 
and Cal/, Between these three there 
is considerable rivalry, and no little 
difference of opinion exists as to which 
is the best and which has the largest 
circulation, In Messrs. Rowell & 
Co’s *‘Book for Advertisers” the 
paper that is named for California in 
the list of ‘‘One Paper in a State,” 
is the Examiner. Mr. F. K. Misch, 
Eastern representative of the Ca//, dis- 
putes the justice of this selection, and 
in support of his argument produces 
the following table of figures : 

Price per 

Stated line on 

circula- yearly 
tion. orders. 

759 8 4-5¢. 

It cents 
Io cents 


Examiner... 
Chronicle...... 
The Chronicle and Examiner were 
both established in 1865, while the 
Cail is their senior, In regard to the 
circulation of the various editions of 
these papers, the following figures are 
from the American Newspaper Direct- 
ory : 
.. 2a 
3x1 Dr Br 
3x Br 3x 
Br Cr 
the Directory key 
these letters are to be interpreted 
as follows: Br, exceeding 50,000; 
C1, exceeding 25,000 ; D1, exceeding 
29,000, 


According to 
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INK. 


THE question of representation for 
newspapers at the Chicago Fair is 
being discussed somewhat. It is ru- 
mored that the Chicago dailies have 
considered the subject and have about 
decided to issue a sort of Fair extra, 
each paper to be represented by a page 
in the publication, Another scheme, 
which was originally brought before 
the 1890 meeting of the American 
Newspaper Publishers’ Association, is 
also being agitated. This is a plan 
providing for a permanent newspaper 
plant on the grounds of the Exposition. 
The idea is for dailies all over the 
country to send a small editorial force 
to Chicago on certain days, fixed by 
previous agreement, and get out an 
edition of the home paper on the 
premises. The expectation is that the 
home advertisers would take enough 
interest in the undertaking to make it 
profitable for the paper. Should the 
Publishers’ Association decide to carry 
out the plan it is thought that makers 
of presses and other printers’ materi- 
als would be glad to furnish the plant 
at very slight cost. The public would 
be admitted to the building and would 
thus have an opportunity to see the 
various processes in the making of a 
daily paper. 

THERE are tricks in every trade; 
but one of the most ingenious in any 
line of business is credited to an adver- 
tiser whose name might have been 
Cohen. In sending out an order to a 
list of papers for an electrotyped adver- 
tisement he has proofs taken upon slips 
of paper which have been thoroughly 
soaked in water. When dry the proof 
slip is found to have shrunk slightly, 
thus giving the advertisement the ap- 
pearance of being a line or two shorter 
than it actually is. The publisher 
measures the advertisement in its 
shrunken form and fixes his price upon 
that basis. When the electrotype itself 
is received, the publisher is surprised 
to find it a little larger than the proof 
indicated ; but having already named 
his price for that particular advertise- 
ment, he is obliged to accept it. The 
advertiser thinks that by this novel 
scheme he has saved on some orders as 
much as $50 or $100. 

Similar to this is a practice which 
has been in vogue among printers for 
a long time. Those whoare paid on 
piecework paste together proofs of the 
matter they have set and are paid ac- 
cording to the length of their ‘‘strings,” 

» 
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Occasionally a smart printer takes his 
proofs home and irons them out, so as 
to make them measure up as much as 
possible. 

A publisher wanted to buy a new 
press. He was approached by a man- 
ufacturer whose press necessitated the 
wetting of the paper before printing. 
This the publisher thought an insup- 
erable objection. 

‘* But,” said the manufacturer, ‘‘ how 
do you prove your circulation ?” 

‘** By post-office receipts,” was the 
reply. 

‘*Then my press is just what you 
want. Wetting the paper will increase 
the weight of your edition at the post- 
office five per cent.” 

THE big real estate men in New 
York and other metropolitan cities, 
who appear to be straining every nerve 
in the effort to produce striking adver- 
tisements, might borrow an idea from 
a Massachusetts man, who inserts the 
following in modest space in a Brock- 
ton daily ; 





* GO thou and do likewise. ’ 

The ** Fraternal Circle " paid Mrs. Orpha 
R. Tallman $200 last week when her cer- 
tificate matured, and she has (with that as a 
nest egg) bought the beautifu. home which 
I advertised to sell for the price of FIVE 
DRINKS OF WHISKEY per day. 

A few more houses and lots left. Who 
takes the next one? Apply to 

| EDWIN SAWTELL, 


695 No. Main St., Brockton, Mass. 


ADVERTISERS who use mediums of 
all kinds frequently receive amusing 
replies, but can any one show anything 
funnier in its way than the following, 
received by Messrs, Geo. P. Rowell & 
Co. in response to one of their own 
advertisements : ; 

Nov. 8, 1891. 

* Dear Sir 
I saw an advertising in the paper named, 
* good housekeeping.”’ It was to send to you 
if we didn't know how to kick and I don’t, 

Will you please tell me how. 

My Address is; 

RANKLLN D. Hatcn, 
N. Marshfied, 
Mass. 

It should be added that the adver- 
tisement bringing forth this remarkable 
request was the one containing a pic- 
ture of a man kicking a dog—familiar 
to readers of PRINTERS’ INK—and with 
the catch-line, ‘‘ Don’t kick because 
business is dull, but advertise.” 


~ y 
THE REVIEWER. 

Several novelties in advertising 
pamphlets have come to notice dur- 
ing the past week, The Pittsburg 
Lamp people issue a booklet of pun- 
ning verses entitled ‘‘ Light Reading,” 
and written by Joe Kerr, editor of the 
Club, Perhaps the best of the collec- 
tion is this: 

Suppose the moon should cease to shine, 
Suppose her “* man” should say : 
“Ive been night-watchman long enough, 
I'll turn off every ray ;"’ 
Would we regret the action of 
That chalky-faced old scamp ? 
I guess not, if he left us just 
A single 
Pittsburg 
Lamp. 

Messrs. Tiffany & Co, are now ad- 
vertising their *‘ blue book,” which is 
about the same as last year’s, with the 
exception of a notably dainty and 
striking cover. 

+ 
* * 


For a retail house, ‘‘ The Mistletoe 
Bough,” an art booklet issued by Z. J. 
Pequignot, jeweler, of Philadelphia, is 
unusually pretentious. The greater 
part of it is devoted to an essay by 
William Merriman Price, while the ad- 
vertisement comes in on the last few 
pages. The illustrations are much 
above the usual grade of such publica- 
tions. An interesting effort from the 
agency of J. H. Bates seems to be 
constructed on the ‘‘follow your 
leader” plan, entire pages being de- 
voted to such laconic phrases as ‘‘ Yes, 
But,” ‘* No, But,” etc. The reader 
does not discover until he reaches the 
last page the identity of the advertiser. 
These pamphlets, each representing an 
entirely different school of advertising, 
are worth sending for. 

¥ 
* * 

Several correspondents have called 
my attention to the curious advertise- 
ments put out by a boot and shoe man 
in Carthage, Mo. The following, if 
somewhat lengthy, is odd enough to 
warrant a reading : 


GOLDMAN'S CORRESPONDENCE. 


From a yr letter to H. Goldman, pro- 
e 


rietor of the Carthage boot and shoe store, 
rom his parents in the old country: 


* My Dear Sov—Vour kind letter received 
with pleasure. We are very glad to hear that 
you have opened a business, I hope that you 
will make a success. Now I will explain to 
you, dearson. Please don't forget what I al- 
ways told you. Remember if you want to 
make a success in your business, be honest to 
your customers, always tell them the truth, 
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and advertise the truth. Don’t rob your broth- 
ers and sisters, because we have one God and 
we are brothers and sisters. lease treat 
them good; make them lively. Try the best 
that you can to give the best quality of goods. 
Don’t make a big profit. Don’t forget any of 
the poor brothers of your town. Help them 
with what you can. fielp all the respectable 
churches in your town in every way. If you 
do so God will help you. AMEN.” 


Answer from H. Goldman, proprietor of the 
Carthage boot and shoe store, to his parents 
ia the old country : 


“My Dear FatHer anp Morner—Your 
lovely letter received, and a check for $1,500 
came in hand, and I feel happy that you are 
all well and happy. Dear father, don’t be- 
lieve that | forgot what you always told me, 
No, I remember everything, and | am doing 
all that I can for my customers. I treat 
them so nicely in the same way that you 
taught me at Bnet I always treat them the 
same and I am doing my business in an honest 
way. Dear father, I have bought the best 
stock of goods from the first manufacturers, 
and I sell the goods at such prices that 
nobody here in Carthage can beat me with 
a stock of goods and such lively prices. 
Papa, my business is rushing every day. 
sell more goods no matter what profit. I like 
to see my brothers and sisters in my elegant 
store. ear father, lam doing for the poor 
people all that I can, and I will do always 
the same; don't be afraid, I will never forget 
all the brothers. Father "and mother, I will 
surprise you. Believe me, that is the truth, 
l am so good, I am going every Sunday to 
church, and I never sell goods on Sunday. 1 
believe you are right, father. You taught me 
one God, That is what I 
do for my brothers and sis- 


that we have onl 
believe and I will 
ters all that I can, and I hope God will help me. 
men.” 
Ladies and gents, rubber goods this year 
are nearly 40 per cent cheaper than last year. 


I bought them and sell. 
20 cents, 

The above appeared in the paper’s 
regular reading-matter type, with a 
heavy black rule about it. I know of 
a good many advertisers that are more 
or less eccentric—genius and insanity, 
they say, are closely related—but in 
this respect Mr. Goldman certainly 
“takes the cake.” 


50 cent rubbers for 
H. GoipMan, 


* 
* 

An original thing from the Boston 
Globe is an ordinary address tag, such 
as is used for baggage, with the legend, 
“‘Tie a string around your finger.” 
The reverse bears the advertisement. 
Something on the same order comes 
from the New Haven Register, This 
time the point consists in having a small 
key attached to the tag with the i inscrip- 
tion, *‘ The key to success is judicious 
advertising.” A third shipping tag, 
gotten out by a newspaper as an ad- 
vertisement, bears the imprint of the 
Chicago Dry Goods Bulletin, The 
recipient is invited to ‘‘ tie this to your 
advertising appropriation for 1892.” 
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A PARTICULAR PUBLISHER. 

Bive Grass Brave, |} 
Lexincton, Ky., Dec. 10, 1891. § 
P. Rowell & Co. : 

If I can assist you and if you will 
wath me by advertising at the rates always 
printed in my paper, I shall be glad to do my 
part, provided I have first seen the matter of 
the advertisement, and can personally indorse 
the advertiser and the thing advertised. You 
will find that to be the character of all the ad- 
vertisements in my paper. 

I could and would, for instance, advertise 
the $ shoe men, Means and Douglas, be 
cause I wear the shoes of one or both of them, 
and rsonally know them to be good. | 
would also advertise Castoria because my 
wife, who knows about medicine, says it is 
good. I would not advertise any alleged 
hair restorative, because I do not believe there 
is any such thing. I have never tried any my- 
self. have an exceedingly heavy suit of 
hair and beard, but I came to this conclusion 
from observation of others. 

A man who makes a hair restorative in Lex- 
ington recently asked me to advertise it at my 
regular rates. I would not do it. I will not 
advertise any liquors or tobacco. I ama Pro- 
hibitionist, and my paper defends that view. 
If, under these circumstances, | can help you, 
I should be glad to do so. 

I have nitmbers of bids for such advertise- 
ments as frequently go into newspapers of 
first-class character, and even in religious 
papers, but I will not take them. 

am, sirs, fraternally yours, 

Cuaries C. Moors, Proprietor. 
ate 


A CRITICISM, 


Geo. 
* 


The Religious W eckly of the Protestant ) 
piscopal Church. 
“HE CHURCHMAN, 
No. 47 Laraverre Piace, 
New York, Dec. 14, 1891. 
Editor of Printers’ Ink: 

In the advertisement of the De Long Hook, 
““See that Hump,” the following appears : 
“Accept no substitute— there isn’t any. 
Would not an ordinary hook be a substitute ? 
If a lady gets the “‘ hump” hook and doesn’t 
like it, she buys another and substitutes it for 
the “hump”; in other words, the “ hump” 
has a substitute in this hook she buys. If a 
lady loses a ““hump” hook under pressing 
circumstances, and is placed so that she cannot 
get any kind of a hook to replace it, she buys 
a button and makes that do; in other words, 
the “ hump” has a substitute in the button, 
and so on ad infinitum. 

This is a small matter, and I would not have 
mentioned it had you not claimed that ‘‘ See 
that Hump” was the best advertisement that 
has appeared this year. Does not this inter- 
fere with the value of the “ ad.”’ as an “‘ ad.”"? 

Very truly yours, M, L. Wicson. 
eaiememinane 
AN EYE TO BUSINESS. 
From the Philadelphia Record. 

Mrs, Russell B. Harrison is visiting her 
cousin, Mrs, J. C. Bowman, in this city. Mr. 
Bowman has recently opened a novelty store, 
and the Mount Pleasant /ourna/ prints the 
following advertisement : 

“ President Harrison’s son's wife is spending 
a few days at J. C. Bowman’s, and will be 

leased to meet the Mount Pleasant people. 
averybody cordially invited to call at their 
novelty store and meet this distinguished 
lady.’ 
\ 
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WHO MAKES THE PAPER? 
Who is dot dot gets der news, 
Don’t have time to get der blues, 
Und generally drinks, schmokes, und chews? 
Dot's der Reporter. 


Who is dot dot uses der “ blue,” 

Marks der copy through und through, 

Und tells der boys, ** Do as I do? 
Dot’s der C ity Editor. 


Who is dot dot curses der vires, 
Likes good news, but hates der fires, 
Und has no use for any liars? 

Dot’s der Telegraph Editor. 


Who is dot dot knows id all; 

Has every one at his beck und call ; 

Und doesn’t feel der least bit small ? 
Dot's der Managing Editor. 


Who is dot dot sets der type, 

Has a nose dot’s fully ripe, 

Und schmokes a nasty, stinkin’ pipe ? 
Dot’s der Printer. 


Who is dot dot make men schvear, 

Und would do it if they did but dare 

Climb his frame and pull his hair? 
Dot's der Proofreader. 


Who is dot dot cashes “ strings,”’ 

Pays der bills und oder things ; 

Makes der boys all feel like kings? 
Dot's der Cashier. —/ourna/ist. 





1000 =6Of nts SOc, ! 


Age only _— estern Mail- 
N AMES ing Agency, St. Louis, M 








LET TERS *5 SRR ne Pa w 





RESSES to to let direct from letters. Goop 
J. H. GOODWIN, 1215 Broadway, N. ¥. 


ADD Saw 
COLLEGE- MA 


New HAVEN, CONN., 
reaches 25,000 students. 





Wash’gton, N 


geosm in pease Weak for onan. 
PIANOS, o& | 





GIP ARPS AMIEEN PRINTERS | | 
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PATENTS nt 


remiums from Em 
0. %8 Reade St., N.Y 


Book FREE. W. T. 
LD, Washington, D.C. 





BOSTON Baie Scie | 


help you? A 


WOOD ENSTAVN 


* 65,000 Agents’ Letters.” 


ashington St. 


Sas] 


nN YORK. 
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ADAMS THE AD. MAN 
araash resus ls oath 
r K EYSTONE LIST. 
ue weekly located aay y/ i Fa. and 
Y. 


N. J.; ten one time, entire 
for list. B. L. CRANS, 10 Spruce St., 


The Evening Journal, 
JERSEY by 3 £ N.J. Circulation. 14,000 
dvertisers say it pays. 


Arthur's New Home Magazine 
lllustrated, pate, guarantees 800,000 
circulation for 1898. and cheapest advertis- 
ing in America. 


A GREAT OFFER | 


50 Daily Papers may be used at 68.00 per 
inch per mont! r pa Send for list. 
L. CRANS, 10 Spruce St., N. Y. 


|! Write and Draw 


for Pearline and Dr. Pierce’s medicines. F. 
CROSBY, Specialist in the Pre pare ation of 
Advertising Matte r, 822 Broadw ay, N. Y. 


PUBLIC 


Washington. 
New York. 


HOW 








iio ay* pays 
Advertisers. 


OPINION 
tro maxe RUBBER STAMPS 


Latest Improved Process. Circulars 


free. BARTON MFG, CO., 318 Broadway, N. Ye 





Numbering & Paging Machine, 
EVERY PRINTING OFFICE SHOULD HAVE ONE. 
NO COUNTING ROOM COMPLETE WITHOUT ONE 
SEND FOR PRICES AND ILLUSTRATED CIRCULARS TO 


w Baumgarten, 213 Fayette St.Ba‘to.Md 


[Dodd's x Bost 


Advertising Agency, 
265 Washington Street, 


Boston. 
Send for Estimate 


RELIABLE DEALING. CAREFUL SERVICE. 


L_* slow ESTIMATES. .£44 


PRESSWORK. 


7 | Large Runs Solicited. 

Facilities 300 Reams Daily. 
GIBB BROS. & MORAN, 
PRINTERS, 

15-51 Rose Street, New York. 


COMPOSITION ELECTROTYPING- BINDING. 











o. 








The best, Wh: its ? 
dress Lock" Bom 648 Wallingford, Conn : “iped ond 
WE will e ve a copper plate and 
a print 100 vistt ts $35. Post- 
‘action teed. 
BELLMAN Be 08., Toledo, O. Cape, de. | 
Portraits—Made to order from | 

Photos. Cheapest newspa’ 
made. Send for proofs. CENTRAL 
Gum PRESS ASSOCI ASSOC IA QT N, ¢ volumbus, oO. 
San Francisco Bulletin 
aArgest evening circulation in California, | 
High character, pure tone, family newspaper. 
GOLDTHWAITE'’S 
CEOCRAPHICAL MACAZINE. 
CIRCULATION UNIVERSAL. 





r cuts | 9 


Into a profitable adver- 
tising contract with the 
best school paper in the 
world, the 


American 
Sehool Board 
Journal. 
NEW YORK, CHICAGO, MILWAUKEE. 
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CHILE—Aint It? 


Won't ~~ let me warm up your oe rtising 
ontracts with a few new a 


A. WHEATLEY, © Saree m1. 


$14 No. 62 DESK. 


Packed and De- 
livered on cars, 
Oak and Walnut, 
Size, 52x30 inches. 
Polished Veneer 
Top. Two slides 
above drawers. 
Superior in ma- 
terial, workman- 
ship and finish. 
Over 28,000 of these Desks in Use. Send for 
Desk Ww atalorrue. 
WwW. i. _ ELDER, 


Indianapolis, Ind. 


Judge Library Magazine. 


A High-Class Ten Cent Pubiication with 
85,000 Circulation per month. 


Which is better than a half million rag-tag and 
bob-tail circulation such as nine-tenths of the so- 
called “family ’’ papers we read so much ve. i 

Have you seen it? Are you interested 
so send for a sample copy. 
WILLET F. COOK, 
Advertising Manager of “JUDGE,” 
NEW YORK. 
Send for circular headed ‘“‘ PRINTERS’ INK.” 











The National Agricultural and Home 
Monthly of Greatest Guaranteed Circulation 
West of the Alleghenies. 


LOWEST UNIFORM RATES === | Pape 


Space sold at the Home or New York Office, 
or at any Good Agency f 





'Pen and 
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. 
San Francisco Cail. 
hatablished 1853, 

Daily, 56,750—Sunday, 61,361 
"he Leading Newspaper of ihe Pacific Coast, 
in Cire ulation, Character and and Influence. 


f 15 CENTS 


for a Fountain 
in 
addition 

receive 

a copy 

of 


The 
National 
Guardsman 


The oldest publication in the 
United States devoted exclu- 
sively to the interests of the Cit- 
in. bn wey 
es reasonable. 
ARDSMAN, N, Waterbury, Ct. 


CIRCULATION Na- 
TIONAL. Adve 
THE NATIONAL G GU 


It is easy to catch a bird if you know how. 
That is a self-evident proposition. 

Many newspaper publishers make money be- 
cause they have learned the wa These pub- 
| lishers tell how it is done in the / jational Jour 
| nalist, and testify that a single number of that 
r containing this interchange of views is 
worth $100. It costs $2a y 

Advertisers must semeaher that to catch cus 
tomers it is necessary to advertise in a per 
that goes Age buyers in every section of the coun 

pene is the CHICAGO NATIONAL 
jou JRNALIST, 21-2 Plymouth Place, Chicago, Ill. 





HOME-MAKE 


Federated Clubs,” 


known. Send for copy the new HOME-MAKER and eavertiiien 


MAGAZINE ; new ‘management ; Se only organ o 


of the “ Woman's 
rganization of Yo women 
44 E. 14th St., N. ¥. 


the st anges 





Che Christian Advocate. 


CIRCULATION OVER 50, 
Represents the 
membership of the Church in every section of 


columns are under most careful supervision, nothi 
to the most refined taste or of the character of whi 


body of evangelical Caristians on this continent. 


000 COPIES WEEKLY. 

Its influence among the 

is very extensive. Its advertising 
being admissible that is in any way offensive 

ich there is any reasonable doubt. 


the count 


uv NT & EATON, Publishers, 150 Fith Ave, N New York. 


~ Geo. P. Rowell & Co. undertake the - advertising ing of 


corporations, firms and individuals from the start, be- 
ginning sometimes with the use of a single periodical, 
and gradually enlarging the advertising with the in- 
creasing demand for the article advertised, until the 
use of hundreds of magazines, newspapers and periodi- 
cals is warranted. 
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12 PENS for 6 Cents! 
SPENCERIAN #19 Broadway, | 


New w York. | 


A Million Readers a Day 


GUNNNING’S 
WORLD’S FAIR BULLETIN BOARDS 
Cover all Chicago. | 


THE R. J. “GUNNING co., | 
297 Dearborn St., Chicago. 


ISEORL 


OVERMAN. WHEEL CO., 


ontocoa “ = a aa te MASS. 
BOSTON. WASHINGTON. DENVER. SAN FRANCISCO 
A. G. SPALDING & BROS.. Special Agents, | 

Chicago, New York and Philadelphia. 





The company a man keeps 
is a pretty fair index to his 
character. So it is with adver- 
tising. If your ‘‘ad.” is seen 
in a paper side by side with 
well-known ‘‘snides,” skin 
games and quack medicines 
no matter how attractive you 
make it—it will be looked on 
with suspicion. It is always| 
safest to put your ‘‘ad.’ in| 
papers that admit sahiing but | 
straight, decent and reliable | 
business. Buyers have confi-| 
dence in a such medium—its 
advertisers don’t skin ’em. 

You are always sure of the 
best company in THE RURAL! 
New Yorker—and none but} 
the best. 

Send for a copy and see for yourself. 


THE RURAL PUBLISHING COMPANY, 
Times BurILpiIne, New York, 
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Better Than a Magazine. 


We have received aety 100 replies Som last 
year’s half-page a d TEUR SPORTSMEN. 

lam very much Please 4 with the a 8 
Directory.—Pore } Co., H. H. Cole, Adv. Man. 

3,000 handsomely- bound volumes issued in 
1891. 

Ist edition, 1892, 3,000 volumes guaranteed, soon 
to be issued. 

Have you goods suitable for bicyclists, ath 
letes, sportsmen, horsemen, dog-owners, yachts- 
men, oarsmen, Lac! rosse, tennis players, etc. ! 


The Sportsman's Directory 
(ESTABLISHED 1891) 

contains addresses of all dealers, manufactur- 
ers’ associations or clubs (such as rod and gun 
clubs, ete.), interested in all lines of sport, all 
the dog breeders, champion records, pictures of 
c hampions and valuable tutermanton. It is a 
sportsman’s all-the-year-round reference book, 
and invaluable to ers and clubs. Nearly 
3,000 books for 1891 gore. Price of book, $1. 

Last or Pope Mfg. Co., Overman W heel Co. 
Great Western Wheel Works, Winchester Arms 
Co., all = owder companies, Eastman & Co. 
and many the leading sporting goods deale rs 
each took trem half to a page with us. They are 
re -— wing their contracts. 

ealthy sportamen, shooters, horsemen, club 
a. = use nearly all the general goods advertised. 

ly po books go. to 1,000 clubs. 

1,¢ 1,000 dealers 

1, 4 up books go to sportsmen. 
Page, L) price 
Half 

uarte: omy page 
Per line 

Have your name and address inserted 
space at once. Price of 1891 book, $1.00. Sent to 
prospective advertisers for examination for 50c. 

Sopy of book in office « Geo. P. Rowell & Co. 

dress CHAS. P. GOLDEY 
Office “ TuRF, > AND Panu,’ 

l Broadway, N 


41,588,584 
Circulation 


In six months, July ist to Dec. Sist, 1890, was 
given by our agency to the 34-inch adver 
tisements of 


$30 00 
18 @ 
12 00 

wb 


Secure 


'y ; 








Scott’s Emulsion 
of Cod Liver Oil 


in Home Print country weeklies. 

We believe an investigation would satisfy 
many advertisers that they could use the 
Home Print weeklies to adv antage. 


of this class of 
Our Catalogue papers, Second 
Edition for 1891, will be sent to any adver 
tiser on application, and our method of work 
fully explained 


5. W. BRANCH, i Home Seserense Sap, cHILAGo 
EASTERN BRANCH, 54 Beekman St., SEW YORE 
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F A. SINCLAIR'S 


Common Sense 


CHAIRS, SETTEES, 
and ROCKERS 


Are just what their name implies. 
You cannot buy more sensible, easy 
seats. 

Ask your dealer, or send stamp for 
catalogue to 


F. A. SINCLAIR, 
Moitville, Onondaga co, B. ¥. 


ST. JOHN, 


New Brunswick, & a | = oe looking for United 
Stat tates goods and Has over 40,000 inhab- 
itants, and is the Lo metropolis of the 
=. Its wholesale lumber and shipping 

~ wy g a and retail trade is also 
good. Of i ~ I 54 A gi there are two to use 
with certainty of it. 


“The Telegraph,” 


morning daily, which covers the city, goes out 
to bo query Ce town Nin hen rovince by early mail, and 
a The? of the province 
a9, pe venture, week! ~ AY- ed. ~4e - 
cupies the same satisfac 
are used freely by —-y “i ities 


“The Globe” 
is as handsome and ht = eve’ 
= be found in A —~ t- Lo no 
co} itor —+ its field, which mT St. Pyohn — 
neler and has adve 
ome recommen 


boring an ertising b 
ness that is’! ite mmendation. i 
advertisers all use it 


Exclusively represented by 
ROY V. SOPERVILLE, 
SPECIAL AGENT FOR 
PREFERRED CANADIAN PAPERS, 
TIMES BUILDING, 
NEW YORK. 


INK. 
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PUBLISHERS 
PRINTERS. have marked their 
prices down to 


the bottom figures, and do not intend 
to sell any lower, nor ask a customer 
to pay any higher than prices quoted. 


Why not buy 
your inks from a 
house, 
who do not tempt 
with 
discounts 


one-price 
you large 
from 
list prices ? 


They 








They guarantee their inks to be sat- 
isfactory, and if not found as repre- 
seted they may be returned. They 
allow ro per cent discount for cash 
with the order, and 5 
in thirty days. They will save you 
quite an item on a year’s purchases. 
Send 


Address 


per cent for cash 


Give them a trial order. for 


specimen book and price list. 


W.D. Wilson Printing Ink Co. 


(LIMITED), 


140 William St., N. Y. 
The Proof of the Pudding 


is in the eating. Three months ago we sold 


Pittsbur rg *s Most Enterprising Daily 
100 of our Advertisi Clocks, and the 
now ORDER 400 MORE like this cu 


*‘MO138S ¥31131 ava" 


PITTSBURG, Nov. 24, 1891. 
BaIRD CLOCK © 
G merits our adv. clocks are one of the 
best mediums we have ever used for bringing 
THE TIMES to the potion g # the ublic. 
Yours very truly, F, Bus. Mgr. 
Send for Catalogue and Price tas. 


BAIRD CLOCK 0©0., Plattsburgh, N. Y. 
s 
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Tue Unrrep States Navy, desiring to buy 
twenty moderate-priced watches, invited the 
leading American manufacturers to send 
watches for trial and rating at the Naval 
Observatory in October and November last 
One hundred and thirty-eight watches of dif 
ferent makes were sent in. It has been 
cially announced that a Seth Thomas Watcl 


stood first in the trial and the Seth Thomas | 


Watches 
Fe 


averaged the best.—/A//a. 


bruary 18, 1890 


Times, 


Do YOU Know | 
That the 


Seth Thomas 
Watch 


is the Best Watch 
for the price that is 
made in America? 


offi- | 


The 
Toledo Blade. 


The daily edition of THE 
BLADE has a larger circula- 
tion than all the other daily 


|papers of Toledo combined. 


Advertisers can completely 
cover Northwestern Ohio by 
use of the DAILY BLADE 
alone. 

The weekly edition of THE 
BLADE has a national circu- 
lation. It has the largest cir- 
culation of any weekly-to-a- 
daily paper in the United 


| States. 


Publishers and others offering watches as | 


premiums would do well to write to 


Seth Thomas Glock C0., 


49 MAIDEN LANE, N. Y. 


AVE YOU A 
NEW *AD.”’ 


that you desire to test ? 
If so, put it in | 
HE | 
GENTS 


(GubE 


Absolute Circulation, 75,000 
copies monthly; rates, 
50 cents per line. 


GEO. W. CLAFLIN, 
Publisher, 
122 Nassau Street, 
New York City. 





For rates in 


address— 


THE BLADE, 
Toledo, Ohio. 


Qver a Million 


of the livest, well-to-do country and 
village homes reached regularly each 
month, insuring to our advertisers the 
largest returns for the expenditure 


The Circulation 


of Allen’s Lists is not made up from 
promiscuously mailing of sample copies 
to old names, duplicates, etc. But every 
number is sent direct to bona-fide, year- 
ly, paid-in-advance subscribers, ‘and a 
small per cent of fresh, new names, not 
previously used, and from which all 
duplicates have been sorted out. 


Fresh Young Blood 


constantly pours into Allen's Lists, and 
thus they are kept, as it were, youthful 
and strong. Every State and Territory 
is canvassed each year for new subscrib- 
ers, and the per cent of old subscribers 
that drop off is more than doubly made 
up by new subscribers. Affidavit of cir- 
culation of all issues furnished each ad- 
vertiser monthly. Should less than one 
MILLION copies ‘be printed and circulated 
of any month's issue, every advertiser 
shall receive a discount in exact pro- 
portion. 


ALLEN'S LISTS, 
Augusta, Maine. 


either edition, 
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. SS. 1A Netable 


FARM AND GARDEN SEEDS§, 
PHILADELPHIA, December 4, 1891. Issue 


MESSRS. ROB’T BONNER’S SONS, 
New York, N.Y. | Pil aaa oe 
Gentlemen :—In reply to your favor of the of PRINTERS’ INK will be 
3d inst. referring to the letter which you in- I a , 
close, we would state that the circular al- No. 1 of Vol. VI. It 
luded to is a reprint of the tabulated returns ‘ > . ; 
from a portion of our advertising in the will be a ‘‘ Special New 
spring of eiteel wi — statement N . 
appearing by without our accompany- 2ar’s ar’ ‘ 
‘ae ——— is — to misiead th Year s umber and 
these articles, written © nally for the H ate 
American Florist, we emphasized the fact will be dated 
= the soomte of —— = rane oa. 
lative, and the returns for which we looke¢ 
were not direct oy oye or sales, but in Fa jj Ua vy 6, 
the influence which the broad publicity of 
our announcements would have upon the | 
nearly half-million farmers and gardeners Zz Ss 2 
who receive our eee aunually. | _ 
ie 2 Soe tracea 4 —_ = oe ' ‘Hl , 
ease nform you that our advertising , c ai contributions 
n the New York Ledger the past winter and wi cont = * an unten 
spring of 1891 cost us apparently $1.06 per| by leading advertising men 
application, which shows a very decidedim- ~ ‘ 
provement. It must be considered thatonly | and special features of interest 
one applicant in three names the paper, and | i i . 3 
the Je er circulating eo largely in the rural to advertisers of all classes. 
sta. W gard u - ‘ ‘ 
atthe cost of Prob tper answer. The | Copy for advertisements should 
series 0 vertisements now being electro-|},.. ; ‘ 2 nek in z 
t ped will, with the Hoon! printing of the be in hand one week in ad- 
Ledger, be uctive this year, we antici-| yance o icatio 
pate, of still better returns irectly. } vance of publicati a. 
Very truly yours, | > . 
W. ATLEE BurPpeeE& Co. | GEO. P. ROWELL & Co., 


See letter of L. L. May & Co., in : PUBLISHERS, — 2 
Printers’ Ink of last week, Dec. 16.| 10 Spruce St., New York. 


“Golden Days” 


Gives Results to Advertisers. 


It has a general circulation throughout the 
entire country exceeding 


123,000 Copies Weekly. 


High class in character, pure in tone, of in- 
terest to an entire family, it is a paper that 
should go on every list. 








LINGLE’s COLLEGE, 1330 Chestnut St., PHILADELPHIA, Dec, 8, ’r. 
R. A. Craic, Adv. M'g'r Golden Days : 
GOLDEN Days has always been a paying advertising medium in my busi- 
ness. Respectfully, James M., LINGLE, 


YEARLY RATES 50 CENTS PER LINE. 


R. A. CRAIG, Advertising Manager, 
121 Times Building, NEW YORK, 
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THE END OF— 
ADVERTISING 


—the chief end, that is, is to make buyers of readers. The steps are: attract ; 
interest ; create the desire for. 


. 


rhis requires, in the preparation of advertisements, time, and a know!l- 
edge of several things besides type-faces. 

Successful advertisements should be written from the outside ; 
buyer’s point of view. In the nature of the case, this the 
¢ j 


to do 


If this were not our own advertisement it would be written better: as it is, we have to do 
the best we can, 


from the 
advertiser is unable 


Too little attention is given to the characterization of advertisements. 
Characteristic advertisements are plentiful enough, but the proper in-being is 
too frequently lacking. 

Distiuctiveness is important, too, of the right sort. It is akin to charac- 
ter, but not the same, exactly. 


I'he advertisements of competitors are too much alike. The greatest difference is 


often 
in the space used 


rhe architecture of advertisements is our business. The advertiser, of 
course, supp‘ies the material ; upon its quantity and quality depends the struc 
ture. We don’t attempt the impossible. 
We watch the builder, too—the printer—to see that our plans are followed. 
Naturally we charge for the ‘‘ know how,” but not more than it is worth. 
We may be able to suit you ; we should like to try. 
THE ROBINSON-BAKER ADVERTISING BUREAU, 1 West 2sth Street, New York. 
JAMES A. ROBINSON. E. A. BAKER. 





The Lesson for ’92 


which advertisers generally, and shrewd ones in 
particular, would do well to commit to heart, is 
that ‘‘If you put your ad. in Comfort it pays.” 


WHY? 

Well, Comfort goes to a million homes ev- 
ery month; it is probably read by at least 
6,000,000 readers—in every hamlet, village, 
town and city in America. It reaches the 

crowd—it covers the whole of the States 


and Canada. 
WHAT 


other medium can you think of that can 
do this? None? Of course not! 
Then you are bound to admit that 
Comfort is ahead of all. 


WHICH 
class of people does it reach? Ev- 
ery class, but chiefly well-to-do 
farmers who have to send for goods 
by mail. Try it once, and find 
out the truth of the saying ‘‘ If you 
put it in Comfort it pays.” 


Space at the Agencies or of 


THE GANNETT & MORSE CONCERN, Augusta, Maine, 
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PHILADELPHIA. 
Presbyterian. 

Lutheran Observer. 
National Baptist. 
Christian Standard. 
Presvyter ian Journal 
Ref’d Church Messenger | 
Episcopal Recorder. 
Christian Instructor. 
Christian Statesman. 
Christian Recorder. 
Lutheran. 


BALTIMORE. 


Baltimore Baptist. 
Episcopal Methodist. 
Presbyterian Observer. 


CF EETING and good 
3 


cheer. In thousands of 

homes this week these 
papers will be carrying their 
messages of “ Peace on earth 
and good will to men.” In 
thousands of homes they will 
be read with loving confidence. 
Their admonition of happy 
hours to be spent now in the} 
way to make them a prepara-| 
tion for better living and bet- 
ter doing in the days to come, 
will be the cheerful text to 
bring comfort to the hearts of 
many weary toilers in life’s 
affairs. 

Business goes aside then for| 
a merry season and, we trust, | 
for a happy new year. 

When advertising thoughts 
come again, as come they must 
if you would be successful, | 
remember these papers go on 
carrying their messages into| 
thousands of prosperous homes 
and they can give your ad- 
vertisement the endorsement 
which comes through the in- 
troduction by a trusted friend, 


Every Week 


| 
Sunday School Times, | 
| 
| 














Over 275,000 Copies 
Religious Press 


Phila 


Association 


THREE 


/ @ THE « 
/ CINCINNATI 
POST 


Circulates Over 


\ 65,000 


DaiLy / 


“EXCELLENT 


~ 


° THE ® 7 
ST. LOUIS 


CHRONICLE 
46,200 


ADVERTISING 


° THE « 
KENTUCKY 
POST 


Circulates 


10,000 


DAILY 


MEDIUMS. 


| E. T. PERRY, 86 & 87 Tribune Bidg., 


NEW YORK, 


Will furnish Rates, Sample Copies and 
further information. 


\ 
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New Vork, Dec. 9th, 1891. 


Ww. S. SIMPSON, 
MANUFACTURER AND WHOLESALE DEALER IN WATCHES, 
JEWELRY AND AGENTS’ SUPPLIES, 
No. 37 COLLEGE Pace. 


THE MAYFLOWER, Floral Park, N. Y.: 

Dear Sirs—In justice to you I must confess that your me- 
dium yields the best returns of any publication I have used 
this season for the price. 

Although the ad, is showy it has never pulled in other me- 
diums of the same amount of circulation as it has from yours. 

I am an extensive advertiser and in a position to know, 
and it goes to prove to me that it is not only the number of 
copies printed, but also the CLASS OF PEOPLE who are sub- 
scribers to a publication that make good advertising mediums. 


Yours, hastily, 
WwW. Ss. SIMPSON. 


Circulation for 1892 


will average 
300,000 copies per month 


Rates advance March 1s 


Send copy for February 


~ number now = 


“« 


Mr. Simpson personally is totally unknown tous. His 
advertisement was received through the Advertising 
Agency of Mr. Chas. H. Fuller, 69 Dearborn Street, Chicago, 
IlL, and the above letter was sent without any solicita- 
tion whatever on our part 

JOHN LEWIS CHILDS, 


Publisher of Tue Mayrrower. 


FLORAL PARK, N. Y. 
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_———— paTlOn —— 


W. D. BOYCE’S LIST 


OF BIG WEEKLIES. 


400,000 (Copies Weekly 


Proved on an average for 1892. 


The Saturday Blade. 


This paper is only three and one-half (334) years old, yet it has the largest circulation of 
any weekly newspaper published in the United States. The advertising rates have been 
raised five (5) times in three years, and the last rate is the cheapest. Besides a big single sub- 
scription list, it is sold by newsboys in over 9,000 cities and towns. The circulation is 
proved each week by P. O. receipts. Seventy-five per cent. of those who use it are “* mail order ’ 
advertisers, and know positively whether a paper pays them or not. As they can discontinue 
at any time, under our rule, they would not stay if it did not pay. 











The Chicago Ledger. 


This is the oldest family paper published in the West. It was bought by the pub- 
lisher of the BLapr about a year ago, and put into the hands of the boys who sell the BLave. 
They sell the LepGer on Wednesday and the Biape on Saturday. This army of agents at 
once gave the Lepcer a big circulation. 


The Chicago World. 


This paper was run for about a year in unfriendly opposition to the SATURDAY 
BLADE, and is a similar paper. The publisher, however, finally concluded to ** dwell in 
harmony,” and asked “ protection,’ which he received, and now we have control of the ad- 
vertising space exclusively, All orders or negotiations must be made with W, D. Boyce. 


The Proved combined total circulation for 1892 will be 


Over 21,000,000 Copies 


ADVERTISING RATES,—B.4vz, $1.00 per line agate. Lencer, soc. per line. 
Wor Lp, 30¢. per line. Three papers combined, $1.40 per 
line agate. 


5% Inerease in hdvt. Rates Jan. 1, 1897 


RULES.—«. Cancel any contract at pro rata rates for any advertiser. 2. No discount for 
time or space, 3. Circulation proved by P. O. receipts. 4. No contract 
made for longer than one year. 


Apply for space to any Agency, or 
W. D. BOYCE, 116 & 118 Dearborn St., Chicago, Ill. 
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To Do Business 


in Rochester without advertising in the TIMES 
is to prefer half a loaf to the whole biscuit. 


They Say 


in Printers’ INK: ‘‘ There are lots of papers 
that the best agents cannot recommend.” We 
say: No good agent should recommend any 
paper that will not guarantee its circulation. 


Advertise 


in a paper which concedes the right of the 
advertiser to know the measure of his purchase 
in circulation. 


In the 


truthfulness of our statements we will risk the 
value of any contract we make, and we stand 
ready to prove now that the 


Rochester Times 


has agity circulation that exceeds that of any 
other Rochester daily. 


DAILY, average, 12,400; SUNDAY, 13,500. 


S. S. VREELAND, Manager Eastern Office, 


150 Nassau Street, New York. 
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PITTSBURG PRESS 

SUCCESS! ORS 

11,932,210 S509G2 
PRINTED AND SOLD. f/ ~ Y/ 


S$5g$hses 


y 
Actual Rog] a, 
Bo Us SEST ELE) 


Pittsburg will se 
. Dak pate Sunday PRESS 
& THE PRESS. 16,600 


Sole Agent tor Foreign Advertising, 


*“tucaco.” Ss G. BECKWITH, ‘new vorn:” 








eee 
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NEW ENGLAND © 
MAGAZINE 


BOSTON, MASS. 


The NEW ENGLAND MAGAZINE, though only a few years old, is the 
peer in point of excellence of the leading monthlies of the times. Not only 
is this true of its artistic (NEW ENGLAND MAGAZINE is fully illustrated 
every issue) and mechanical appearance, but also of the quality of its contents, 
which are furnished by the very best authors who never write unless they have 
something to say. Advertisers are fast learning that with its 


30,000 Copies Monthly 


It is a valuable Advertising Medium. 
Send 1o cents for Sample Copy. 


New England Magazine Corporation. 





WomaNs HOME JOURNAL, 


One of the very best advertising mediums in the world. Beautifully 
printed. Fully illustrated. Ably edited. One of the most popular ladies’ 
publications in America, The subscription list is rapidly growing and prac- 
tically guarantees for 1892 an average of over 50,000 copies montbly. 
Present advertising rates, 20 cents an agate line. 


DISCOUNTS FOR TIME. DISCOUNTS FOR SPACE. 


To be used within One Year from date of order 


Orders for 3 months.... 5 per cent 200 Lines... .. § per cent. 
“ oy cone sone ..10 e 
600 —(** , 15 = 
ae  « 20 S 


Advertisers may use either scale of discounts, but cannot combine the two. 


Since November 1st new subscriptions have been received as follows 


2, Monday.... Nov. 13, Friday ....113 | Nov. 25, Wednesdy128 Dec. 5, Saturday.. 
Tuesday.... & 14, Saturday .. om | 7 7 Thea 7, Monday.... 8 
Wednesday 98 on 16, Monday. 150 | ing Day ° Tuesday.. 
ne - mi ° Tuesday.. 4 “ 27, Friday ....384|; “ 9 Wednesday. 124 
Friday... -= “ 18,Wednesd’y104 “ 28, Saturday. .139 | 

Saturday. . “ 19, Thursday .180 “ 30, Monday... 

Rentay 18 | | “ 20, Priday ....155 | Dec. 1, Tuesday... .1: 

1), Tuesday 1) “ 21, Saturday... 111 =. 2 ae WwW 

= in Wednesday 9 > aan Monday. 221 “ 38, Thursday. 

“ 12° Thursday...119| “ 24, Tuesday...143| “ 4, Friday...... 139 | 


Nov. 


Fenapees 
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OCULAR DEMONSTRATION. 





BUFFALO NEWS. 
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Comparative Circulations of Buffalo Daily Newspapers. 


BOVE RATINGS are not taken from any Newspaper Directory, but are the result of 

a most thorough canvass and investigation among Newsdcalers, Newsboys and 

Carriers of Buffalo and surrounding country. The correctness of this canvass is 
admitted by three of the above papers, 7.¢., “ Commercial.” ** Courier” and *‘ Express.” 
As to the remaining perer. our several offers in our editorial columns and “ Printers’ Ink” 
of $1000 if they could prove within 20,000 of its so-called sworn circulation confirms the 
result of our canvass. Je are prepared to substantiate above figures by producing original 
autograph statements of newsdealers and carriers of Buffalo and neighborhood, showing 
their sales of the different papers. In these statements, ¢hirteen of the leading dealers alone 
give their aggregate respective sales as follows: 

NEWS, 20,585; TIMES, 2,215; COMMERCIAL, 1,751; 

COURIER, 727; EXPRESS, 977. 
§@™ This is a fair index of comparative sales throughout the remaining Puffalo field. 
SAAS OTe 

@. B. EIKER, BUFFALO EVENING NEWS, 

ge Trisuxe Buitpinc, New York, J. A, BUTLER, Business Manager 


\ 





